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You can look it up. With a lower-case 
initial, herald means a medieval an- 
nouncer, a custodian of genealogies, and 
even a red-breasted merganser. With a 
capital initial, Herald is the name of a 
newspaper. 


It’s the same with Coke, the friendly 
abbreviation for Coca-Cola. It has an 
altogether different meaning when spelled 
with a lower-case ‘‘c.” That’s why we 
keep asking that it be written or printed 
with a capital initial whenever it is men- 
tioned in the public press. 


And there’s another reason. Both Coke 


, trade-marks mean 


but Herald is a newspaper 


and Coca-Cola are registered trade-marks, 
and good practice requires that owners of 
trade-marks must protect them diligently. 
The capital initial on the names of our 
product is as important to us as capitaliz- 
ing the first letter of your publication is 
to you. 


Ask for it (6, y 
either way...both 


(TRADE-MARK 


the same thing. 


THE COCA-COLA COMPANY 
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Pointers by Don Reid 


Laziness Causes Profit Problems 


By Don J. Reid 
Managing Director, 
Iowa Press Association 


Many of the problems of operating 
at a profit can be attributed to laziness. 

Particularly I have in mind such things 
as lazy editing, lazy selling, lazy pro- 
duction and lazy management. Before 
paying my respects to those individually, 
I should like to say a word about them 
collectively and about enforcement of 
deadlines. 

The word “deadline” was invented by 
the newspaper business for its own use. 
Originally it started out with the theory 
that if you wanted the paper to be at 
the subscriber's door by a certain time, 
the truck had to leave the newspaper 
office at a certain time; in order for the 
trucks to leave the office at a certain 
time, your last run had to start at a cer- 
tain time; and if the last run was to start 
at a certain time, somewhere up the line 
in the front office, some hardy soul 
had to have the courage to turn the 
spigot and shut off the flow of copy and 
advertising. 

WHERE TROUBLE LIEs 

It is the failure to recognize deadlines, 
I think, that is responsible for part of 
our trouble. Particularly in the weekly 
business, we run into that periodic peak 
and valley with everything working 
up to a frenzy peak on — day 
followed by a slump of a couple of days 
while the tne get their bearings again. 
I think that to remember how the word 
“deadline” originated and apply it to our 
business will be helpful. 

And now to the subject of lazy edit- 
ing. In the front office we can make 
more money if we will discontinue the 
habit of lazy editing. The test word of 
the lazy editor is this: “Let it go and 
we'll catch it on the proof.” 

I am quite sure there are people in 
this audience who from time to time 
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have turned in a bit of copy less well 
wes than you could have done. You 
probably said, “Well, if I don’t like it, 
if it doesn’t sound as well in type as it 
looks in the typewriter, I'll change it on 
the proof.” 

That is one of the things that Iowa 
publishers tell me cause them to have 
production problems—the failure to get 
things perfect before they leave the 
front office. 

One publisher tells me he is making 
money ee having the girl in the front 
office type all of the country correspon- 
dence before it goes back to the ma- 
chines. He has even found that it pays 
to change the typewriter ribbon in the 
front office oftener than once every two 
years. Those crisp, black ribbons—and 
with the typewriter keys cleaned off— 
keep the “o” and “e” from looking alike. 
If the copy in the front office is turned 
out se the way you want it to be 
when it comes out in type, it will save 
much time and money in making cor- 
rections, 

Do rr Ricur Fiast 

My mother is awfully good at many 
things but especially does she like to 
hear the presses roll. She thinks that is 
the purpose of being in the printing 
business. She always told me to “get it 
the way you want it before you let me 
get my hands on it.” It took me about 
ten years to learn that, but if each of you 
would turn out copy in the front office 
as if you never expected to see it again 
until the job or ad was printed and de- 
livered, it would sharpen up your edi- 
torial practices, it would pay money in 


This article was condensed by the Oregon 
Publisher from a talk Mr. Reid made to the 
Georgia Press Institute. 
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the back shop, and it would be easier 
to operate at a profit. 

Here are some of the other sins. Per- 
haps you let people bring in copy late. 
Maybe the preacher who is supposed to 
get his copy in Monday comes in Wed- 
nesday and you let it go. That is lazy 
editing. That throws the burden on the 
back shop. 

Sometimes you make mistakes in your 
proof reading so that proofs are not 
clear when they go into the back shop. 
When you send out a legal notice to be 
set, why couldn’t you at the same time 
have all your various legal notices pasted 
up in a notebook so that the operator 
can see how any complicated matter 
was set last time. If you don’t do that, he 
will waste valuable time figuring out 
the best way to group it or perhaps 
looking it up in the files himself. 

Keep TaB ON Copy 

You can avoid some overset if you 
would keep close tab on the amount 
of ads and the amount of copy turned 
in and the amount of type that is left 
and the amount of room left in the re- 
maining lines. 

You could save money for the office 
if in your pictures you grouped them so 
that the engraver could take several 
pictures on one negative rather than 
turning them in one at a time. 

If you would write simpler, if you 
would write shorter, if you would do the 
various things that make it easier on 
the back shop—if you will do those in the 
front shop—you will find it will help 
you bring in money. 

And now a few words about lazy 
selling. And here is a typical example 
of the lazy salesman. If you print the 
paper on Wednesday and you work all 
night because you do not observe dead- 
lines, he is pretty much worn down on 
Thursday so you can’t expect him to 
work or think. Thursday goes by and 
Friday he pulls himself together and 
makes a few layouts. Saturday morning 
he is ready to f° out and sell them, but 
you can not sell advertising on Saturday, 
he says. So Monday, he gets out on the 
streets and starts rolling along in high 
gear and about Wednesday noon a 
comes in very pleased and says things 
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are going pretty well. It begins to look 
as if you will a to run a couple of 
extra pages. You think that’s wonderful 
and at the last moment you throw in 
two extra pages on time and a half for 
overtime. 
Don’t BLAME Press Day 

Some publishers have told me there 
is no reason why pie day should throw 
everything out of gear and there is no 
reason why the advertising salesman (on 
a Wednesday-printed paper) can’t de- 
vote Thursday to getting his ads ready 
for next week. He can sell them Friday 
and some on Saturday. They try to arrive 
at Saturday evening with a fair amount 
of advertising copy on the hook ready to 
go. That eases the load in the back shop. 

Here are three ways in which we 
lishers try to stimulate that idea: 


1. Give a little extra commission to 
the salesman for advertising copy turned 
in by Saturday noon. 


2. Give the advertiser a reduced rate 
for advertising copy turned in by Satur- 
day noon with the exception of grocery 
stores. 


3. Let the regular rate remain until 
Saturday noon and Monday charge five 
cents more per inch, on Tuesday ten 
cents more per inch, and on Wednesday 
fifteen cents more per inch. 

Each of those methods does help to 
get the advertising copy in early. That 
makes it easier on the back shop and 
as a result they operate with less over- 
time. 

Goop SALESMAN SAVES MONEY 

The energetic salesman will tell the 
advertiser he will “see that it comes out 
all right.” Everytime you can avoid 
showing a proof; you have saved money 
in your printing plant by saving from 
ten to thirty minutes. 

If your salesman will learn to get his 
layout exactly the way he wants it, to 
turn in the mats and everything that 
goes with that layout at the same time 
he turns in the copy, he will make it 
simpler for the back shop to handle it. 

And now we come to the subject of 
lazy production. There are two truisms 
there—sometimes men just don’t work as 
hard as they should and sometimes you 
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don’t have the plant set up so they can 
be most efficient. 

There are several ways to stimulate 
morale in the back shop. One way that 
does not work is the meaningless bonus. 
Employees don’t appreciate it. They just 
think you must be making more money 
than you know what to do with. In most 
plants with the highest morale and the 
greatest production, they have been able 
to sell their people on the idea that every 
cent they draw in wages is directly re- 
lated to the amount of work that is pro- 
duced in the back shop. 


SHort BREAKS HELP 


Most of our publishers believe that 
a ten-minute break for coffee is an in- 
vestment for men to work a little faster. 
Many of my publishers found that ten 
minutes has grown to twenty, twenty-five 
or thirty minutes. So that is something 
that has to be watched. It is a good idea, 
but you must keep those coffee times 
down to perhaps exactly the ten minutes. 

One of my publishers has stimulated 
production by offering his men a novel 
arrangement. He found out over the 
pee to use round numbers—his 
abor costs were thirty-five per cent of 
his gross income. So he told his men 
he would guarantee them thirty-five per 
cent of — the plant takes in. It 
has this effect: If through some miracle 
of increased production, they could 
double their production, they could 
double their wages. The publisher, mean- 
while, is keeping his labor costs exactly 
the same. That increased volume brings 
no increase in his taxes, overhead or in- 
surance, and the customers are happy 
because the work gets done a little faster. 


If the employees are tied in with your 
operation and feel that they are a part 
of it, that their judgment is respected 
and that they are getting well paid for 
work that is well done, you will find 
that they will try pretty hard to deliver 
for you. 

SAVE BY OvERHAULING 

You can save money by overhauling 
your back sho aan to make sure 
pity is being done as efficiently 
as possible. In most shops you can find 
that you are wasting time and effort 
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through failure to systematize your pro- 
duction. 

One publisher saves time by buyin 
several hundred pounds of leads an 
slugs and spacing material. Another saves 
time and money by buying a lot of new 
type. Another publisher said that double- 
coated Scotch tape does wonders in 
sticking engraving plates on the wood 
blocks and in mounting shell casts. 
Another one tells me that the best thing 
he has done is to have plenty of chases 
and quoins. In his shop they had quite 
a number of periodical jobs that ran 
every month. He bought more chases 
and more furniture and when they get 
ready to print each month, the furniture 
and chases are always the way they 
want them. 

In the stereotyping department, some 
publishers tell me insure good 
cast by having a metal thermometer so 
that the casting is always done at a uni- 
form temperature. 

Tips For Lazy MANAGEMENT 

On lazy management, here are some 
things our - have suggested: 

Use smaller type for classifieds. In- 
stead of having a six point rule between 
the classifieds, use a hairline rule. Put in 
a squak box intercommunication system 
so that you can talk from the front office 
to the back. Make sure that you always 
have on hand the job stock that you 
need so there will be no delays. Keep 
on hand the parts that you need for the 
Linotype. One publisher is using a 
Mimeograph to print office forms. Some 
of our publishers are revising their book- 
keeping a little bit and using carbon 
paper so that the same clerical effort 
that makes the entry in the ledger also 
makes the entry on the statement that 
goes to the customer. Those are all little 
things that save a few minutes here and 
a few minutes there. 

Iowa publishers are great believers in 
black ink. We do not like to see red ink 
used if it can be avoided. We hope that 
publishers everywhere will be able to 
stay in the black by careful instead of 
lazy operation. 


The Wapello Republican has installed 
an offset automatic job press. 
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NEA Amos Award Given 


To K. F. Baldridge in June 

Kenneth F. Baldridge, publisher of the 
Bloomfield Democrat, recently received 
the highest award of the National Edi- 
torial association for weekly and small 
daily newspaper men. 

At the June NEA meeting in Provi- 
dence, Rhode Island, he was given the 
Amos award and received a plaque on 
which was engraved, “. . . for distin- 
guished service to non-metropolitan 
newspapers of America and the National 
Editorial Association.” 

Mr. Baldridge served as president of 
NEA in 1934-35. 


Cited in Rotarian Magazine 

A Rotarian is behind the Press Col- 
umnists of Iowa, a2 association of news- 
paper writers which is rapidly gaining in 
national prestige, and which includes 
more than 200 Iowa columnists. He is 
Carl L. Hogendorn, editor of the North 
English, Iowa, Record. He founded the 
organization in 1946 and was its first 
president. This year’s president is also 
a Rotarian, Robert Burrows, of Belle 
Plaine, Iowa. In addition to fellowshi 
and good fun, the group makes ‘eid 
to worthy citizens, including the “Tall 
Corn Award,” and the conferring of the 
title of “Kernel.” — Rotarian Magazine 


The Odebolt Chronicle has installed 
a Baum high-speed folder. 
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To give readers an idea of the num- 
ber of papers printed weekly, the Hum- 
boldt Republican recently printed a pic- 
ture taken when two-thirds of an issue 
was stacked and ready for mailing. 

The Record-Herald and Indianola Tri- 
bune recently published a page of 14 
pictures telling readers the story of its 
publication and introducing them to staff 
members. 

A Polaroid Land camera has been 
added to the equipment of the Waverly 
independent and Democrat. Pictures 
taken on Thursday morning were pub- 
lished Thursday afternoon to show read- 
ers the camera’s speed. 


Former Iowan is NEA Head 

Cliff Kaynor, who was recently named 
head of the National Editorial associa- 
tion, is a former Iowan. Mr. Kaynor 
began his newspaper career on the Fort 
Dodge Messenger. 
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Mrs. Blatchley Reports 
For Paper by Telephone 


Mrs. Opal Blatchley of Maquoketa 
is one of the best local news report- 
ers the Maquoketa Community Press 
ever had, despite the fact that she is 
an invalid and confined to a wheel 
chair. 

Because of an infection, it was ne- 
cessary to amputate both of Mrs. 
Blatchley’s legs above the knees a few 


Mrs. Opal Blatchley, personals re- 
porter for the Maquoketa Community 
Press, has a “telephone _ friendship” 
with the entire community. Because she 
is an invalid, Mrs. Blatchley does all 
of her contacting by phone from her 
wheelchair. 


years ago. Soon after that, instead of 
being discouraged, she found a job 
which she could more than adequate- 
ly handle. 

In 1949, she took on the task of 
gathering personals each week for the 
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Community Press. The first week she 
turned in nearly 100 items, and since 
that time has developed a “telephone 
friendship” with the entire communi- 
ty. 

Mrs. Blatchley was a “natural” for 
the job, since her grandparents were 
among the early settlers of the com- 
munity. With background know!l- 
edge of local citizens along with the in- 
formation she has picked up since 
taking over her reporting job, Mrs. 
Blatchley now has rather complete rec- 
ords of family anniversaries, Sailers, 
and other won information. 

And reporting is not her only activ- 
ity. Her daughter, Miss Leah Blat- 
chley, is editor of the Pythian Sister 
Tidings, official magazine of the Py- 
thian Sisters. Mrs. Blatchley helps her 
daughter with the 110,000 mailing list 
of the publication. She is also an ac- 
tive member of St. Marks Episcopal 
church. 

Mrs. Blatchley lives with her hus- 
band, two children and a_ grandchild 
on a small farm on the north edge 
of Maquoketa. 


The Law vs. the Press 


Down at Macomb, Ill, an unusual 
thing happened about a month ago. Po- 
lice Chief Eddie Setser of that city ar- 
rested himself on charges of assault 
and battery for slugging Carl Crabb, 
Sr., 60-year-old editor of the McDon- 
ough County Times and 5 other weekly 
newspapers in Illinois. 

Crabb had been accusing Setser of 
operating what he termed a “gestapo” 
in Macomb. Enraged at the charges, 
the police chief gave the editor, who 
is 4 inches smaller and 25 years older 
than himself, a beating on Macomb’s 
main street. He then arrested himself 
and was fined $10 by the local justice 
of the peace. 

At last report the editor ‘was. still 
writing editorials and the police chief 
was still police chief. 


— Walden T. Smith, 
Mediapolis New Era 
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COMMUNITY AFFAIRS 


A Michigan editor has expressed 
the opinion in The Michigan Publisher 
that a community newspaper man 
should not “lead the in com- 
munity affairs. 

His article said: 

“Should a newspaper take 
an active part in outside community 
work? 

“Yes, but there are two ways of doing 
it. If he hopes to build up quickly a big 
business and then sell at a profit, the 
‘hip-hip-hurrah’ approach is fine. He 
builds, sells and moves on. 

“But the man who plans to make his 
paper the dominant force in the com- 
munity and hopes to complete his life’s 
work there should operate differently. 
He should never lead the parade nor 
sit in the front row. He should find 
someone to advance the ideas he may 


develop. Someone not a ‘new-comer.’ 


The latter is always resented in a small 
community. 
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“He should never hold office in any- 
thing, anywhere, at any time. He should 
always be on hand with advice, when 
asked, with publicity -when indicated, 
with his coat off if. necessary. People 
will understand when he says, ‘Men, I 
can’t “boost” adequately if my name is 
connected with this matter.’ Not only 
will they understand but soon there will 
be a growing respect and confidence, 
because everybody will recognize his 
complete lack of personal ambition in 
all he does. 

“He should never be strongly partisan 
in politics or anything else. There is 
always good in every group. The pub- 
lisher who maintains this attitude will 
soon acquire a terrific ‘wallop’ when he 
does express himself. 

“If he is intellectually honest in his 
expressions, editorial or otherwise, people 
will soon realize the fact and will accept 
his leadership. 

“Conducted in this manner a news- 
paper offers 12 hours a day of solid un- 
adulterated fun. It is not a man killer 
but a life prolonger. In addition it is a 
remunerative field. What more could a 
man ask!” 

We found this viewpoint of a com- 
munity newspaper man interesting. It has 
been our impression that most non- 
metropolitan editors are very active—and 
often leaders—in community affairs. 

How about the Iowa editors? We 
know that many leaders in IPA were 
also leaders in their own communities. 
We would like to receive letters or 
articles from some of you Iowans on the 
subject. 


Oskaloosa Paper in 95th Year 


The Oskaloosa Tribune-Press calls at- 
tention of THe Iowa PusBLisHER to the 
fact that it is now in its 95th volume, 
thus seeking to correct any misappre- 
hension that may have arisen from the 
statement published in the PuBLIsHER 
last month that 30 newspapers have 
failed in Oskaloosa in the last century. 
Oskaloosa now has one weekly, the Tri- 
bune-Press, and one daily, the Daily 
Herald. 
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For lowa Merchants 


Iowa retailers will be offered help 
with their newspaper advertising prob- 
lems early in 1951. A plan for a retail 
advertising clinic has been prepared at 
the State University of Iowa to demon- 
strate how the retailer can make _ his 
ae advertising space produce 
more effective results. 

Slanted to retail meetings and con- 
ventions in Iowa, the clinic program 
makes a comprehensive attempt to help 
lowa retailers understand the importance 
of planning and budgeting their adver- 
tising expenditures. The planning and 
budgeting methods advocated by the 
Bureau of Advertising, American News- 
paper Publishers association, are to be 
explained and demonstrated in the clinic 
program, underlining the necessity for 
newspaper advertising to follow the 
known buying habits of a community. 
INCLUDES ALL PHASES 

Copywriting, layout and typography 
information will be included, as well as 
necessary market information. Need for 
an accurate knowledge of the store’s 
market, how the market information 
should be used, and where the retailer 
may obtain the data will be explained. 

Full color slides and flip-charts will 
illustrate the explanation and discussion 
of the clinic’s retail advertising informa- 
tion. Slides are to be used in preference 
to strip-films to allow a flexible program. 
Time allowances, character of the aud- 
ience, and the information most needed 
make necessary a program that can be 
varied to fit the needs of a particular 
audience. 

WiLt BE SHOWN 

Newspaper ads of Iowa retailers will 
be shown to illustrate various aspects 
of retail newspaper advertising. Materials 
prepared by the trade associations such 
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Plan Retail Advertising Clinic 


as the National Retail Furniture as- 
sociation, the Retail Druggists associa- 
tion and the Bureau of Advertising, 
ANPA, will also be presented and ex- 
plained. 

Need for a retail advertising clinic to 
help small Iowa retailers increase the 
effectiveness of their newspaper adver- 
tising was discussed at the September, 
1949, meeting of the Iowa Daily Press 
association in Des Moines. Prof. Leslie 
G. Moeller, director of the SUI school of 
journalism, and Prof. John V, Lund, head 
of the advertising sequence at SUI, ex- 
pressed their interest in the project, 
and their willingness to provide assist- 
ance in preparation of the clinic. 

The plan was developed this 
year by Dean Brown as a thesis for the 
masters degree in retail advertising. He 
received an MA degree from the SUI 
school of journalism in June. Professor 
Lund directed the project. 

LIMITED TO NEWSPAPER ADS 

Discussion of the retailers advertising 
problems will be limited to newspaper 
advertising because of the thorough cov- 
erage of newspapers as an advertising 
media, and a subsequent lack of pro- 
gram time for adequate presentation of 
radio, direct mail and other retail ad- 
vertising media information. Other media 
will be mentioned, however, in the role 
of supplementary advertising methods. 

Retailers will benefit from the clinic 
by learning how they may increase store 
traffic, sales and profits with newspaper 
advertising. Based on the proven concept 
that all business is local, the. illustrated 
clinic program will demonstrate how 
newspaper ae can be used to stimu- 
late sales and bring more business to the 
retailer’s establishment. 

The clinic will not attempt to sell ad- 
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vertising as a magic carpet that will sell 
anything, anytime; nor will it attempt 
to sell more newspaper advertising space, 
or newspapers as the best medium for 
retail advertising. The clinic will attempt 
to show only how the space being used 
by a retailer at a given time can be used 
more effectively. 


News Now Published Tuesdays 
Tom Frey, publisher of the Minden 
News, has changed the publication day 


of his paper from Thursday to Tuesday. 


Sentinel Adds Staff Features 

The Marion Sentinel is running a series 
of articles called “Meet the Gang.” Each 
week a picture and story of one of the 
Sentinel employes is published. 


Buys Davidson Corporation Stock 

The Mergenthaler Linotype company 
has recently acquired a majority interest 
in the Davidson Manufacturing corpo- 
ration of Chicago, manufacturers of off- 
set printing equipment. 


Mrs. Grumble Complains 


“There’s never a thing in the paper,” 
complained Mrs. Grumble. (She lives so 
many places. ) 

She forgot that it was only last week 
that she had asked to have her bridge 
party kept out of the paper because 
there were two or three people whom she 
should have invited; and the family 
didn’t want it mentioned they bought a 
new car because they still owed the local 
doctor and two or three grocers had 
been waiting for them to settle up for 
some time. 

The editor left the account of the 
daughter's careless driving spree out of 
the paper because he was sorry for the 
old man and he also neglected to men- 
tion the fact that Mrs. Grumble’s father 
died in the penitentiary and that it was 
rumored her husband had been fishing 
without a license. But still Mrs. Grumble 
thinks the editor should print more news. 

He probably could — but what if he 
did? — Exchange. 


It’s happened to people in all walks 
of life. 

One telephone call —lifting 18 
ounces of telephone — has saved the 
day ... solved a problem, completed 
a tedious job, landed an order, dis- 
solved a worry. For a telephone call 
is tailor-made to bring you more hap- 
piness, more business, more content- 
ment. 

A bigger bargain than ever before, 
your telephone is a dependable, tire- 
less, versatile servant. Northwestern 
Bell Telephone Company. 
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Promotion Solved the Problem 


Campaign Keeps Trade at Home 


By Margaret J. Pickford 


Nevada Evening Journal 


Increasing business competition dur- 
ing the past year forewarned of the 
need for more and better local promo- 
tion, but nothing was really done about 
it until the Christmas shopping sea- 
son arrived. 

By that time the unusually mild 
weather and good roads were quickly 
recognized as making it possible for 
this city’s regular shoppers to motor 
easily to larger trade centers to do 
their buying. 

In CoMPETITIVE AREA 

Nevada, with its population of 4,000, 
is located in a highly competitive trade 
area. Des Moines is 40 miles south; 
Marshalltown, with its population of 
25,500, 30 miles east; and Ames, the 
college town, with a population of 12,- 
555, just eight miles west. 

It is not enough that Nevada is a 
county seat and its stores are neat 
and up-to-date and its business men 
forward looking. Promotion was needed 
obviously to cope with the situation, 
and members of the Nevada Community 
club recognized this fact, but they 
lacked the necessary funds for a_pro- 
gram to cope with it. 

PROMOTION PLAN DEVELOPED 

Realizing that the Journal circulates 
in 99 percent of the rural homes, plus 
those in 16 smaller towns, these men 
came to C. F. Hansen, our publisher, 
and asked the Journal to iecclios a 
community promotion to be underwrit- 
ten by individual merchants. 

This was how our “Shop-at-Home” 
series which already has run to 12 full 
pages, was born. 

Community signature pages are not 
new, but here in the Journal office 


we found the material for a new a 
proach to our local problem, right at 
hand. 
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Usep Metro Covers 

We found this approach on the cover 
pages of the Metro master proof book. 
For years we had cast these pages 
aside considering them in general to 
be too large for use by individual mer- 
chants. 

Re-assaying these pages the 
copy on them, we found the inspira- 
tion for our cooperative program de- 
signed to boost Nevada as a shopping 
center. 

Since the beginning of the program 
every page has been directed at con- 
vincing buyers that bargains are found 
at home through careful unpressured 
buying, that there are fewer risks in- 
volved in shopping at home, and that 
the merchants have everything to fill 
their needs. 

We do not belabor our readers with 
big headlines urging them to “buy at 
home” or “shop at home.” We reason 
with them. 

Cost Is SMALL 


Cost of the space is small for par- 
ticipating merchants who now num- 
ber upwards of 90. The rate decreases 
as new merchants join the growing 
list of sponsors. New names are added 
as interest spreads and new _ firms 
vome to Nevada. 

We feel the success of the venture 
- which has brought much favorable 
comment and consistent retailer sup- 
a — depends mostly on the excel- 
ence of the copy material which we 
are able to present to our readers. 
We know it is “selling copy” supported 
by “eye catching” illustrations. 

The illustrations and copy furnished 
us by Metro have the nu- 
cleus for our stories of interest to this 
community. 


ll 
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Advertising Does Not Pay 


There was once a man in our town 
who awoke one morning and turned off 
the alarm on his Big Ben. 

Throwing back the GE electric blanket, 
he stretched luxuriously before rising 
from his Beauty Rest mattress. Going to 
the bathroom, he washed with Lux, 
dried with a Cannon towel, made sure of 
the “smile of beauty” before giving his 
scalp a brisk three-minute rub and 
scraped Burma Shave from his face with 
a Gillette safety razor equipped with 
genuine Blue Blades. 

Donning Jockey shorts, Interwoven 
socks, an Arrow shirt with a Botany tie, 
a Hart Schaffner & Marx suit, and Flor- 
sheim shoes, he sauntered in to breakfast 
consisting of Swift’s ham and Rancho 
eggs cooked on a Maytag stove, spread 
Swift's Brookfield butter on his Holsum 
bread, and poured Westward Ho cream 
in his Maxwell House coffee which had 
been brewed in a Silex coffee maker. 


While eating, he listened to the news on 
a Zenith radio, after which he donned his 
Stetson and entering his Chevrolet, drove 
to a Chevron station where he ordered 
that a new Goodyear tire be put on his 
Ford delivery truck. He then drove to his 
business establishment over an Asphalt 
street. 


Looking over his excellent stock of 
standard merchandise, displayed behind 
Pittsburgh plate glass windows, he spent 
the usual period of time in wide-eyed 
amazement bemoaning the fact that for 
every item of merchandise sold in his 
store, two or more similar items were 
purchased by his townspeople from out- 
of-town sources. When taxed on the mat- 
ter he was told that they were unaware 
that he handled the line. 

Opening the Yale lock on the front 
door he turned on the GE fluorescent 
lights and checked the cash in his Nat- 
ional cash register on a Burroughs add- 
ing machine. 

Early in the day he disposed of several 
salesmen who tried to sell him a line of 
“orphan” merchandise, telling them, “I 
can't sell that stuff here. No one ever 
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He then went to the postoffice an, 
after wading kneedeep through the di- 
rect-mailing pieces he had posted the day 
before, grew another ulcer while watch- 
ing a long line of people waiting to re- 
ceive packages from the mail order 
houses. 

Upon returning to his store, he was 
disgusted to find the publisher of the 
local newspaper waiting to see him. 

When approached for an advertise- 
ment, he gave his standard answer, “Ad- 
vertising, in this town, doesn’t pay. 
People here all know where I am.” 

The moral of this story is: if this man 
would abandon his attitude of “buy my 
merchandise, at my price, or you can go 
to... Phoenix” and remember that 
such silent advice is being taken more 
and more in these days of a buyer’s mar- 
ket, he might possibly aid in getting the 
people to spend their money in the town 
where it was earned. 

— Exchange 


News-Tribune Has New Press 
The Britt News-Tribune has installed 

a Miehle press, and the paper's page size 

has been increased to eight columns. 


NATIONALLY 
ADVERTISED 


AUTOGRAPHIC REGISTERS 
AND SUPPLIES 


BEAUTY + SPEED « EFFICIENCY PLUS 


Dealers’ Inquiries Invited 


MOORE BUSINESS FORMS, inc. 


2233 UNIVERSITY AVENUE 
ST. PAUL 4, MINNESOTA 
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An Editor Has a Dream 


By Charles Gebhard 
Editor, Waverly Democrat 


It all happened when we tripped and 
fell on our head coming out of the Fort- 
ner hotel. We had a beautiful dream. 
The scene was Monday morning and we 
were seated at our desk, opening letters. 
How glorious and care-free is the life of 
a newspaperman! Here are the letters as 
we remember them. 

“Just picked up copy of your yester- 
day edition that had my name spelled 
incorrectly. The way you spelled it is 
the same as that fellow arrested for 
beating up his wife. However, I realize 
such mistakes happen very easily, and 
besides, [ve beaten up my wife a few 
times, so forget it. I think you get out a 
wonderful newspaper—( Signed) A happy 
subscriber.” 


“Will you please call the attention of 
your advertising manager, Mr. Brown, to 
the fact that our ad in last week’s paper 
ran upside down. I think it was a won- 
derful stunt for him to run it that way 
because I enjoyed seeing my wife stand 
on her head to read it. Enclosed find 
check for twice the usual cost of ad. I 
want all of you people to have a good 
time at my expense (Signed) A prosper- 
ous advertiser. 

* 


“Last week when you printed the 
names of students on the school honor 
roll, the name of my son was omitted. 
I want to thank you sincerely for leaving 
out his name because he’s already reach- 
ed the point where he thinks he doesn’t 
have to study anymore. Thanks for giving 
us such a swell break. I think you're 
wonderful. (Signed) A Proud Parent.” 

“I was amazed to discover that my 
subscription is two days overdue. Please 
accept my sincere apology and be as- 
sured that I will never ever do it again. 
Enclosed find subscription money plus 
interest for the two days at 6 per cent 
annum, compounded. (Signed) A humble 


. subscriber.” 
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“Just want to call your attention to 
the fact that the picture of the new 
faculty member you printed in a recent 
issue actually is the picture of the girl 
arrested for poisoning her husband down 
in St. Louis. Of course you had our 
teacher's name under the picture but 
we don’t mind a little mistake like that. 
Thank you for the swell publicity. (Sign- 
appreciative school board mem- 
r. 


% 


“I have been a close reader of your 
newspaper for 20 years. I think it’s re- 
markable that I've never ever noticed a 
typographical error on your front page. 
Please advise all your proofreaders that 
I'm throwing a big party for them next 
Saturday night. I want to see if I can’t 
break their record next week. (Signed ) 
A devoted reader.” 

“In an editorial in your latest issue, 
you accused me of being unfit to hold a 
state office. You said I was spending 
money like a drunken sailor on a stormy 
night in Bristow. What you said about 
all my relatives who I have on the state 
payroll surely was funny. I think you 
have a wonderful sense of humor. En- 
closed find check for subscription for 
each of my seven relatives and thanks for 
proving that people are funny. (Signed) 
A Des Moines politician.” 

“We were quite surprised last week 
when the carrier boy failed to deliver our 
copy of the Democrat. Our first inkling 
that we weren't going to get the paper 
came when the clock struck nine and we 
were still without it. However, there is 
so much pleasure in ‘anticipation that I 
didn’t mind waiting in the least until the 
following morning to walk down town in 
the rain to get it. Why don’t we do this 
more often? (Signed) A happy reader.” 


“As you know I have been in business 
here for over 35 years and I run an ad 
in your paper every week. In all this 
time you have never carried a single line 
on the front page about me but you 
mention my competitior in a news story 
nearly every week. I really appreciate 
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this because we have more business now 
than we can handle, and if I got the free 
publicity on top of the advertising I'm 
doing I'd have to hire more help. Thank 
you for your swell co-operation. (Signed ) 
A successful business man.” 

* * 

“Please save one copy of every issue 
of your paper for me from now on. I'll 
come down and pay for it. Last week 
when I went to borrow my neighbor’s 
paper I failed to notice a barbed wire 
fence, ran into it and ruined a $15 pair 
of pants. The neighbor's cow took ad- 
vantage of the gap in the fence, got in 
the corn field and killed herself eating 
green corn. Hearing the commotion my 
wife ran outside, upset a four-gallon 
churn of cream into a basket of little 
chickens and drowned ’em all. In her 
haste she dropped a $35 set of teeth and 
stepped on them, breaking ’em to bits. No 
neighbor's paper. (Signed) A future sub- 
scriber.” 


Iowan Wins NFPW Award 

Mrs. Wilma M. Collins, columnist for 
the Grimes News, won the National Fed- 
eration of Press Women’s first prize 
award for a column in a weekly news- 
paper. Awards in twenty-five 
tions were announced at the NFPW 
meeting June 8-10, in Reno, Nevada. 


Wesley E. Carter 
Wesley E. Carter, director of public 
relations for the Mergenthaler Linotype 
company and editor of Linotype News, 
died June 17. Mr. Carter was 41 years 
old. 


Bud Urban Edits Sentinel 

Bud Urban, former State University 
of Iowa student, has purchased the 
Oakville Sentinel. 


SUI Plans to Microfilm 


The lowa Publisher Files 


The State University of Iowa has 
entered into an agreement with Uni- 
versity Microfilms, Ann Arbor, Mich., 
to make the files of THe Iowa Pus- 
LISHER available in microfilm form. 

This service is expected to be es- 
pecially valuable to libraries as part 
of a system by which bound volumes 
of many publications will be replaced 
by more compact and usable rolls of 
film, which will make only a compar- 
ably trivial demand on_ space. 

Microfilm makes it possible to pro- 
duce and distribute copies of periodi- 
cal literature on the basis of the en- 
tire volume in a single roll, in editions 
of 30 or more, at a cost approximately 
equal to the cost of binding the same 
material in a conventional library 
binding. 

Under the plan, the library keeps 
the printed issues unbound and cir- 
culates them in that form for from 
two to three years, which corresponds 
to the period of greatest use. When 
the paper copies begin to wear out, or 
are not called for frequently, they are 
disposed of and the microfilm is sub- 
stituted. 

The microfilm is in the form of posi- 
tive microfilm, and is furnished on 
metal reels, suitably labeled. Inquiries 
concerning purchase should be directed 
to University Microfilms, 313 N. First 
street, Ann Arbor, Mich. 


Monroe Mirror Changes Hands 

Al Driscoll, Lake Mills, and Warren 
Burman, Waverly, have purchased the 
Monroe Mirror. The paper was formerly 
owned by Herman Holmes. 


KEEP YOUR POWDER DRY 
The Wise Publisher Plays Safe 
with Permanently Bound Files 
Custom Built and Guaranteed 
PRICES ON REQUEST 
O. J. FORMAN COMPANY 
MONMOUTH, ILLINOIS 
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PRINTERS TO THE TRADE 


If you are rushed with work, 
we can help you. 

ESTIMATES FURNISHED 
Letterpress - Offset - Cerlox Plastic Binding 
Graphic Publishing Co., Inc. 

LAKE MILLS, IOWA 
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A Corporation's Soul 


Big business is under attack from many quarters these days. 
The anti-trust suits against A & P and other corporations 
who have made substantial contributions to the high Ameri- 
can standard of living are examples of this. 
Bui there is growing recognition that we have much better 
yardsticks for measuring the public value of a corporation 
than size. 
Patrick E. Gorman, international secretary-treasurer of the 
Amalgamated Meat Cutters, a union of 210,000 A. F. of L. 
workers, applied these other yardsticks to A & P in a column 
printed some time ago in the Chicago Herald-American. 
Mr. Gorman said, in part: 
“. . . John and George Hartford, two brothers now long 
past 70, developed this giant concern to its present stature 
with imagination, perseverance and initiative which has 
seldom been equaled in American industry. .. . 
“They are not misers because they have been good to 
their more than 100,000 employes. They are not reaction- 
aries because they have kept pace with the trend of the 
times. Their relationship with organized labor has been 
very friendly. 
“They sign strictly union agreements with all of the labor 
organizations to which their employes belong. The wages 
agreed upon with the representatives of these unions are 
tops. The working conditions are among the best and, as 
stated, are established by agreement with the unions... . 
“Economists for the trade union movement have long 
contended wages can be maintained at high rates while 
the cost of living is falling. Is it wrong for the Hartfords 
to try to prove this theory? ... 
“The soul of a giant corporation can only be measured 
by the manner in which it treats its employes coupled 
with the way in which it serves the public. The A & P 
Tea Co. has done an excellent job for both because of 
the personal and friendly influence of its two principal 
owners, John and George Hartford, in keeping a large 
corporation human. 
“While they are 100% individualists, nevertheless in their 
relationship with their employes and the public they 
really are at the head of the class. They should be en- 
couraged instead of destroyed.” 
It is this policy of fair dealing that has won for A & P the 
friendship and support of its loyal employes, and has en- 
couraged them to do the nation’s most efficient job of food 
distribution. 


A & P FOOD STORES 
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